ABSTRACT
INTRODUCTION
In the era of globalization, consumer ethnocentrism is deemed as a very strategic tool to face the global competition. This is especially applicable to domestic companies as they are the ones facing the steep competition from foreign brands. The competition between local and foreign brands has been even steeper in 2010 and above, as the price difference has narrowed and the difference in quality has widened. As proven by a survey by Jakarta Post, Indonesian women inherently prefer "value for money", "quality brand", "proven benefits", "gentleness" and most importantly, "made in Indonesia". This survey proved that Indonesian women indeed love Indonesian made products. However, a different study conducted by Jakarta Post to verify this shows a different result. Local brands only hold merely less than 40% of the market share in Indonesian face and body care industry, with the top 3 players Sari Ayu, Mustika Ratu, and Seger holding only 23%. This statistic concludes that consumer attachment to local brands in general might or might not differentiate a local brand's brand equity.
Thus, this study focuses on analyzing whether the attachment to localness really influences the brand equity of local brands by looking at the difference between customer-based brand equity of a local body moisturizer brand in the minds of two different groups, which are the highly ethnocentric one and the lowly ethnocentric one. The two groups come from the same pool for ease of investigation. This study adapts Bandara, et al (2012) 's study that investigated the relationship between consumer ethnocentrism and attitude towards foreign beer brands. The local brand under investigation in this study is a growing company with vision and mission-oriented operation, PT MustikaRatuTbk.
Based on psychological perspective, brand is viewed as a node in memory that is related to various different associations and with varied power. Consumers understand brand as a category that is always associated with specific attributes (Aryanto et al., 2009 ). There are two main models of brand equity in modern psychology. The first model is conceptualized by Aaker (1991 Aaker ( , 1995 , Aaker and Joachimsthaler (2000) and the other model came from Keller (1993 Keller ( , 2003 . In Aaker's model brand equity is formulated from managerial and corporate strategic point of view although the main basis is consumer behavior. Aaker outlined brand asset contributing to the creation of brand equity in four dimension: brand awareness, perceived quality, brand associations and brand loyalty.
Consumer-Based Brand Equity (CBBE), as a model of brand equity with the core assumption of this model that the power of a brand lies on what is learnt, felt, seen, and heard about the brand by consumers as a result of the experience all the time (Keller, 2003) . Based on this model, a brand is said to have positive Consumer Based Brand Equity if the consumer reacted more positively towards a product and how the product is marketed when the brand is identified, compared with when the product's brand is not identified. Key creation of brand equity is brand knowledge, brand awareness, and brand image. Brand equity is created when consumer has high awareness and familiarity towards a brand and has strong, positive, and unique brand association in memory.
Many studies have been conducted regarding consumers' responses towards brand such as studies about gym membership loyalty and tourism (Aryanto et.al, 2003 (Aryanto et.al, , 2012 (Aryanto et.al, , 2012 Yeong et al., 2007) even in the planning stages . Affecting consumer perception towards a brand, consumer ethnocentrism has emerged from the sociological phenomenon called "ethnocentrism" introduced by William G. Sumner in 1906. According to Sumner (1906) , ethnocentrism is the "technical name for the view of things in which one's own group is the centre of everything and all others are scaled and rated with reference to it. In other words, ethnocentrism is a tendency of people to believe that their cultural or ethnic group is important and the other groups are evaluated primarily from the perspective of one's own culture." It is further elaborated by Adorno, Frenkel-Brunswik, Levinson, and Sanford (1950) as "ethnic centeredness" and emphasizes this phenomenon as the rigidity in accepting the culturally "alike", while rejecting the culturally "unlike". According to those definitions, a strong ethnocentric person may judge other groups in relation to the cultural dimensions of language, behavior, customs and religion of his or her own group.
Moreover, this study addresses this issue by investigating the influence of consumer ethnocentrism on Consumer-Based Brand Equity of a domestic brand in the mind of Indonesian Youth Females who are exposed to strong international environment. This research has purposes to investigate the factors relevant for the investigation of Consumer-Based Brand Equity of skin moisturizer according in Indonesian female youth, to cluster female youth skin moisturizer consumers based on consumer ethnocentrism, and to investigate the differences between consumer-based brand equity of local skin moisturizer brand of highly ethnocentric and low ethnocentric Indonesian female youth segment.
RESEARCH METHODS
Problem solving steps in this research were divided into two main steps. The first step was the pilot study in which factor analysis is employed to analyze relevant factors for skin moisturizer brand Consumer-based Brand Equity analysis. The second step was the core study in which cluster analysis and One-Way ANOVA are employed to cluster female respondents into two clusters based on their degree of ethnocentrism then to compare and contrast their respective Consumer-based brand equity towards a named domestic skin moisturizer brand, i.e. Mustika Ratu Skin Moisturizer.
Pilot study was conducted by distributing a self-administered questionnaire with 5 point Likert scale. The questionnaire contained 51 items of measurement of Brand Loyalty, Brand Awareness, Brand Association, Perceived Quality, and Overall Brand Equity, accumulated and summarized from 5 researchers following Aaker's concept of Consumer-based brand equity. The reason is that not all the items for measurement in all 5 researchers were relevant to skin moisturizer brand. Thus, an analysis on the relevance of all items and the needs to reduce such large number needs to be conducted. The 51 items would be further reduced to more relevant set that will be used in the Consumer-based brand equity section in the core study. All items in the questionnaire would mention Mustika Ratu skin moisturizer.
The pilot study questionnaire was distributed to 70 female respondents who were asked whether they use any brand of skin moisturizer (either body butter or body lotion) in the past one year. If their answer were yes, they would proceed to fill up the questionnaire. Results from the pilot study were analyzed using Exploratory Factor Analysis. All the 51variables would be reduced to a new number; and these numbers of items were included in section III of the second questionnaire. The second questionnaire had three major parts. The first was demographic section consisting of a form for name, age, major, monthly expenses excluding boarding house fee/any housing rental expenses and the skin moisturizer brand they use. The second section consisted of the CETSCALE taken from the original Shimp and Sharma (1987) 's scale to measure respondent's consumer ethnocentric tendency. The last part consisted of the items of Consumer-based brand equity obtained from the pilot study but at this core study the brand mentioned in the Data from the core study would be first analyzed using K-means cluster. The data processed were only the data obtained from the second part of the questionnaire. Results from processed data would show 2 clusters based on consumer ethnocentric tendency. One is the cluster of consumers with high ethnocentric tendency and the other cluster is the cluster of consumers with low ethnocentric tendency. Respondents with higher mean scores would go for the highly ethnocentric cluster and vice versa. The division into two clusters was used in the next analysis. After being divided into two clusters, the data from the third section would be analyzed using one-way ANOVA analysis. Result would show the mean difference between each cluster's brand loyalty, perceived quality, brand awareness, brand association, and overall brand equity.
The final result would show whether there is significant difference between the two clusters i.e. higher Consumer-based brand equity mean score in all dimension in the cluster respondents with high ethnocentric tendency and lower Consumer-based brand equity of domestic skin moisturizer brand Mustika Ratu mean score in the lower ethnocentric tendency cluster. Results would be referred back to previous studies by Chryssochoidis, Krystallis, and Perreas (2007) ; Verlegh (2007); Yeong et al.,(2007) ; and Evanschitzky et al.,(2008) who highlighted that consumer ethnocentrism is a good predictor of consumers' evaluation of domestic and foreign goods, where ethnocentric consumers in favor of the former. Therefore, based on the two main steps in this research, Figure 1 shows framework of the research. 
RESULTS AND DISCUSSION
Measures of consumer ethnocentrism may provide PT Mustika Ratu Tbk. marketers with the information necessary to target consumers who do not allow nationalistic feelings to influence product quality evaluation and purchase behavior (Huddleston, Good, & Stoel, 2001 ). Findings in this research lead to several implications. From Exploratory Factor Analysis, a set of 13 items consisting of 12 items of Multidimensional Brand Equity measurement and 1 item for Overall Brand Equity measure for skin moisturizer consumer-based brand equity is obtained. The 13 items are deemed relevant to be used for analysis in the later stage, i.e. cluster analysis and one way analysis of Variance (ANOVA).
Based on cluster analysis using CETSCALE, female youth skin moisturizer consumers who are exposed to strong international environment can be clustered into 2 segments based on their consumer ethnocentrism tendency i.e. low tendency and high tendency consumers. The high ethnocentric consumer cluster have 61 members in the cluster and the low ethnocentric tendency have slightly less member i.e. 58 members in the cluster. The two clusters formed have significant difference as tested in the One Way ANOVA analysis. In all individual dimension analysis, all variable means and individual means show distinct difference between the high ethnocentric tendency consumer cluster and the low tendency one. The low ethnocentric consumer cluster tends to have lower mean score of Brand Loyalty, Perceived Quality, Brand Awareness, Brand Association and Overall Brand Equity toward Mustika Ratu skin moisturizers as compared to the high ethnocentric tendency cluster.
The distinct and consistent difference in the mean score of the high ethnocentric consumer cluster and the low ethnocentric consumer cluster is consistent with the finding of Shimp and Sharma (1987) , Balabanis and Diamantopoulos (2004) , and Bandara and Miloslava (2012) . The finding claims that consumer ethnocentrism is positively correlated with preferences towards domestic products and negatively correlated with foreign-made product preference. Thus the positive correlation result in higher score of all mean score consumer-based brand equity dimensions (Brand Loyalty, Perceived Quality, Brand Awareness, and Brand Association) of Mustika Ratu skin moisturizer as a domestic product in the highly ethnocentric cluster and a lower score in the low ethnocentric cluster.
From the finding summary, it is affirmed that highly ethnocentric consumers will have positive perception towards domestic product and vice versa. It is suggested that the company to pay attention more on building consumer's brand loyalty as both high ethnocentric and low ethnocentric consumer show the lowest scores among the five dimensions of consumer based brand equity of Mustika Ratu skin moisturizer.
CONCLUSION
Exploratory Factor Analysis was employed to investigate the factors relevant for the investigation of Consumer-Based Brand Equity of skin moisturizer according to Indonesian female youth. By Exploratory Factor Analysis, 13 relevant items for skin moisturizer consumer-based brand equity analysis under 5 dimensions of Consumer-Based Brand Equity can be obtained from the original 51 points collated from 5 different researchers following Aaker's concept of Consumer-Based Brand Equity. The 13 variables can be employed for future research on Consumer-Based Brand Equity of skin moisturizer specifically.
Cluster analysis was employed to cluster female youth skin moisturizer consumers with strong exposure to international environment based on consumer ethnocentrism. By Cluster analysis, Indonesian youth female skin moisturizer consumers with high exposure of international environment can be clustered into 2 clusters, i.e. cluster of consumers with high ethnocentric tendency and cluster of consumers with low ethnocentric tendency with valid and distinct difference between the two clusters. The significance value concludes that there is a difference between the averages of consumer ethnocentrism score of the two clusters formed. The clustering process resulted in 61 respondents clustered into the high ethnocentric tendency cluster and 58 respondents clustered into the low ethnocentric tendency cluster.
One way analysis of Variance (ANOVA) is employed to investigate the differences between Consumer-based brand equity of local skin moisturizer brand of highly ethnocentric and low ethnocentric Indonesian female youth segment. By one way analysis of Variance, the two clusters formed have significant difference as tested in the One Way ANOVA analysis. In all individual dimension analysis (Brand Loyalty, Perceived Quality, Brand Awareness, Brand Association and Overall Brand Equity), all variable means and individual means show distinct difference between the high ethnocentric tendency consumer cluster and the low tendency one. The low ethnocentric consumer cluster all have lower mean score of Brand Loyalty, Perceived Quality, Brand Awareness, Brand Association and Overall Brand Equity towards Mustika Ratu skin moisturizers compared to the high ethnocentric tendency cluster.
Suggestions
The research gives a descriptive insight of the clustered nature of Indonesian youth female segment. The female youth segment in Indonesia is clustered into cluster of high ethnocentric tendency consumers and low ethnocentric tendency consumers. The lower tendency cluster tend to have much lower mean score of Brand Loyalty, Perceived Quality, Brand Awareness, Brand Association, and Overall Brand Equity as compared to their highly ethnocentric counterpart. In order to capture the low ethnocentric segment of female Indonesian youth, the company may apply several things as follow.
The first, the company needs to specifically increase the loyalty of low ethnocentric consumers, the company may strengthen its product function and branding efforts to send the message that the products have similar prowess to the foreign brands. The second, the company needs to specifically increase the perceived quality in the minds of low ethnocentric consumers, the company may try to strengthen its brand reliability in the minds of low ethnocentric consumers to send the message that MustikaRatu skin moisturizer is indeed a high quality product. The third, the company needs to specifically increase the brand awareness of low ethnocentric consumers, the company may try to increase its branding effort towards the low ethnocentric consumers such that the consumers may recall the characteristics and features of Mustika Ratu skin moisturizer. The fourth, the company needs to specifically increase the brand association of low ethnocentric consumers, the company may try to strengthen its company credibility image in the minds of low ethnocentric consumers thus the consumers may place more trust in the company for their daily need of skin moisturizer. The fifth, the company needs to specifically increase the overall brand equity in the minds of low ethnocentric consumers, the company may try to strengthen its brand value in the minds of low ethnocentric consumers such that they think of the product as a worthy purchase and of high value. The sixth, although this is consistent with the distrust nature of the low-ethnocentric consumers towards domestic brand, this provides an insight for the company to strengthen its brand value in the minds of low ethnocentric consumers.
For future research, to investigate further about the specific relationship between Brand Loyalty and consumer ethnocentrism, future research may discuss further as to which extent disloyalty of low ethnocentric consumer is affected by their global/local orientation. To investigate further about the specific relationship between Perceived Quality and consumer ethnocentrism, future research may discuss further as to which extent the distrust of low ethnocentric consumer is affected by their global/local orientation. To investigate further about the specific relationship between Brand Awareness and consumer ethnocentrism, future research may discuss further as to which extent the lack of brand recall of low ethnocentric consumer is affected by their global/local orientation. To investigate further about the specific relationship between Brand Association and consumer ethnocentrism, future research may discuss further as to which extent the lack of trust on the company of low ethnocentric consumer is affected by their global/local orientation. To investigate further about the specific relationship between Overall Brand Equity and consumer ethnocentrism, future research may discuss further as to which extent the low perception of brand value in low ethnocentric consumer is affected by their global/local orientation.
